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Abstract 
Religion is the fundamental element of culture and social behavior .Religion is an important 
cultural factor to study because it is one of the most universal and influential social institutions 
that has strong influence on people’s belief, personal identity and value systems.in this study I 
run research among Muslim and Hindu customers and observed religion has direct effect on  
those people who are  adheres to his or her religious beliefs.  
Intrudoction 
Religion provides people with a structured set of beliefs and values that serve as a code of 
conduct or guide to behavior (Delener,1994).For many religious groups, beliefs are a major 
influence on marketplace behavior, determining everything from acceptable dress to food and 
beverage consumption patterns to entertainment options. 
A religious traditions may directly influence various aspects of the choice behavior of its 
followers by the rules and taboos it inspires. Obvious examples are the importance of fasting and 
feasting to patterns of food purchases, belief in taboos on clothing styles and activities of 
women, practices of personal hygiene related to purchases of toiletries and cosmetics and 
influences on housing and entertainment patterns. Less obvious is the influence of religion on the 
consumption of goods and services that are not directly restricted by religious laws. In such a 
case, religious values affect consumer behavior by influencing the consumer’s personality 
structure – his or her beliefs, values and behavioral tendencies. These personality structures, in 




Bailey and Sood (1993) examined the effects of religious affiliation on consumer behavior of six 
religious groups in Washington DC: Buddhism, Hinduism, Islam, Judaism, Catholic and 
Protestant. They found that Muslim consumers were relatively more impetuous shoppers but less 
likely to be informed or risky shoppers. Hindus were found to be in rational shopper group while 
Catholics were less likely to be informed shoppers. Buddhists are the only minority religious 
members in the sample to report consumer behavior similar to the societal norms. Essoo and 
Dibb (2004) conducted a similar study in Mauritius with a national sample of respondents from 
three different religions: Hinduism, Islam and Catholicism. The results confirmed that there were 
marked differences between Hindus and Muslims for all seven types of shopper: the demanding, 
practical, trendy, traditional, economic, thoughtful and innovative shopper. Vassilikopoulou, 
Siomkos and Mylonakis (2006) examined micro-cultural differences in the consumers’ 
perceptions, attitudes and purchasing behavior of electrical and home appliances in Greece. They 
found that micro-culture develops different patterns of behavior for Christian and Muslim 
consumers, based on their religious preferences and social class. Differences were also found 
between Christian and Muslim consumers in their perceptions of the ideal store, as well as in 
their buying selection criteria. 
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Studies in the marketing literature argue that religion is often a key element of culture, greatly 
influencing behaviour, which in turn affects purchasing decisions (Hirschmann 1981; Delener 
1990a). According to Harrell (1986) this influence takes two forms.  The first is through the 
direct influence of religious codes of conduct on personal choice.  The second is indirect, relating 
to religion’s influence on attitude and value formation (especially those which are concerned 
with economic issues). Lord and Putrevu (2005) found positive and negative religious influences 
on consumer behavior spanning five dimensions: doctrinal, value, personal devotion, social, and 
aesthetic.  Relating their findings to those of Harrell, doctrinal influence could be considered 
direct, with the other categories providing a more specific understanding of possible types of 
indirect influence. 
However, religion as an inherent human value has received little attention from consumer 
researchers. This is partly a result of an initial assumption by a smaller number of consumer 
writers who maintain that the religious influences on consumption process are indirect and that 
the topic of religion had no place in theories of consumer behaviour. Hawkins, Coney and Best 
(1980) made one of the strongest statements on this position. They felt that differences in 
consumption processes related to religious affiliation were more closely related to social class or 
ethnic variations than to religion. Hawkins et al. (1980) summarised their thought on the role of 
religion in consumer choice as follows: “…religious differences in the United States related to 
the consumption process are more apparent than real…, are indirect, and are often more closely 
associated with social class or ethnic variations than with the religion itself.” 
 
Religion which affects the social and cultural environment, in which customers reside and 
conduct their individual behavior and manners, is very often ignored. Almost all religions have 
sets of laws that affect everyday purchases and habits.. 
Religion is seen as a subsystem of culture and a value in itself, and is regarded as a way of life 
that encourages people to strive for other values (Schwartz and Huismans 1995). Values based 
on religious orientation not only are a powerful force in forming one’s attitudes and behaviour 
but also serve as important guiding principles in one’s daily life 
A review of relevant literature showed that the majority of past studies addressing the linkage 
between these two constructs have been typically conducted with Western Judeo-Christian 
cultures and Almost all the studies in this topic has been conducted in united stat and impact of 
religion on consumer behavior in non-western country such as india has received little attention 
from researcher .I would like to concentrate this study on Muslim and  Hinduism  religion 
because as two of the world’s major religions they influence billions of consumers and extant 
research has largely ignored their impact on the marketplace , Islam is the second-largest religion 
by number of adherents and, according to many sources, the fastest-growing major religion in the 
world, If current trends continue, by 2050 The number of Muslims will nearly equal the number 
of Christians around the world. Hinduism as The world's third largest religion ,has over 1 billion 
adherents worldwide (15% of world's population)1. 
 
Research question : 
 When do Islam and Hinduism influence Muslims and Hindus consumer’s purchasing 
decisions? 
                                                             
1Burke, Daniel (April 4, 2015). "The world's fastest-growing religion is ...".CNN. Retrieved 18 April 2015 
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 How do Islam and Hinduism impact on Muslims and Hindus consumer’s buying decision 
making process? 
 How do Islam and Hinduism influence on Muslims and Hindus consumer’s consumption 
behavior? 
Methodology  
In this study, a survey has been  conducted to obtain and interpret consumer data.  To meet the 
underlying purposes of the study, the sample has been selected to ensure responses from 
consumers of two different religions (Islam and Hinduism) across the spectrum of income, 
education, and gender categories.. Religious values  measured using a Religious Commitment 
Inventory (RCI-10) developed by Worthington et al. (2003). The Religious Commitment 
Inventory-10 (RCI-10) is a brief 10-item screening assessment of the level of one's religious 
commitment using a 5-point rating scale from 1 ('Not at all true of me') to 5 ('Totally true of me'). 
It is a measure of the extent to which an individual adheres to his or her religious beliefs, values, 
and practices and whether he/she utilizes them in everyday living. The marketing research 
technique to collect information related to consumer behavior was questionnaire. The sample has 
been selected from 100 college student. 
 
Conclusion  
A religious traditions directly influence various aspects of the choice behavior of its followers by 
the rules and taboos it inspires. Obvious examples are the importance of fasting and feasting to 
patterns of food purchases, belief in taboos on clothing styles and activities of women, practices 
of personal hygiene related to purchases of toiletries and cosmetics and influences on housing 
and entertainment patterns. The result has been shown customer of two different religions(Islam 
and Hinduism) who are adheres to his or her religion beliefs, practices and values influenced of 
various aspects of them religion on purchasing behavior and they consider them beliefs and 
values whenever they want to do choice products . 
This study also discovered  because of some personality structures of Islam and Hinduism 
consumer  it has effect on  the consumption choices that consumers make . 
Religion and its associated practices often plays a pivotal role in influencing many of the 
important life transitions that people experience (e.g. births, marriages and funeral rites), in 
values that come to be important to them (e.g. moral values of right and wrong), in shaping 
public opinion on social issues (e.g. cohabitation, premarital sex, family planning, organ 
donation, and the like), in what is allowed and forbidden for consumption (e.g. restriction on 
eating and drinking) and in many other aspects that pertain to everyday life 
 
The another result of this study is for number of respondents  religious calendars influence 
product selection, affecting food, clothing, beverages, and entertainment choices. Religious 
events or seasons (e.g., Ramadan for Muslim, Diwali and Holi for Hindu) can also offer special 
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